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Relationship building plays a crucial role in business success because of the saturated nature of the market. Thus, 
there has been stronger competition because many businesses offer similar products for sale on an online shopping 
platform. This has given online consumers a wide range of alternatives when shopping online. This present study 
aimed to investigate the influence of relationship quality on purchase intention among Ghanaian consumers in an 
online shopping platform while moderated by social support. A convenience sampling method was employed to 
collect 304 responses from the respondents via web-survey. Partial least square structural equation modeling (PLS-
SEM) was used to assess the structural model. The findings reveal that customer trust and customer satisfaction 
did not significantly influence purchase intention. Furthermore, Customer commitment and social support had a 
significant and positive influence on purchase intention. Also, social support moderated the relationship between 
customer trust and purchase intention but had no moderation effect on the relationship between customer 
satisfaction and purchase intention and customer commitment and purchase intention. This article ends with 
theoretical and practical implications.  
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1. Introduction 
In recent years, the proliferation of the internet has provided another medium for companies to sell their product 
online. Online businesses have experienced significant growth over the past few years because of its wider 
coverage as compared to offline businesses. Many e-retailers compete in the same online market by offering the 
same or similar products to consumers. Thus, online consumers are presented with varieties of the same or similar 
products they intend to purchase. This intense competition has compelled most businesses to establish a strong 
customer relationships (Gilaninia et al., 2011). Besides, online consumers may receive advice or product 
recommendations from their friends when they intend to buy products.  
Relationship quality is about forming a long-term business relationship with online consumers. According to 
Hennig-Thurau (2000), it is one of customer loyalty’s key determinants, and loyal customers continue to buy from 
the same retailer because of their bonding relationship. Acquiring new customers is one of the difficult challenges 
that many online businesses are faced with; however, it is effortless for an online business to maintain its existing 
customers. Murphy and Murphy (2002) supported this claim and asserted that it could cost five times as much to 
bring in new customers as to maintain existing customers. In line with the above understanding, this study intends 
to explore the influence of relationship quality in an online purchase intention among Ghanaian consumers while 
moderated by social support. Relationship quality is a multi-dimensional construct with several dimensions. 
However, this research's relationship quality is customer trust, satisfaction, and commitment (Yang et al., 2010). 
 
2. Literature Review and Hypotheses Development 
Relationship quality is rooted in relationship marketing. Relationship marketing explains the effort of a company 
to build a lasting business relationship with their customers (Allaway et al., 2006) because of the market's 
competitive solid nature. Relationship quality is meant to strengthen the relationship between an e-retailer and 
their customers. Thus, these days many businesses focus on building marketing strategies that focus on building 
and maintaining a healthy relationship with their buyers. 
Trust is one of the central subjects in online shopping because of its uncertainties (Pavlou, 2003), anonymity, 
possible opportunism and lack of control (Grabner-Kräuter & Kaluscha, 2003). Trust denotes that an e-retailer is 
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truthful and benevolent (Gustafsson et al., 2005). It is a belief that a person has that others will not take advantage 
of him/her in an exchange process (Beldad et al., 2010). When a customer places an order and makes payment in 
an online shopping context, he expects the e-retailer to fulfill his part based on the agreed terms and conditions. 
Thus, trust is established if an individual (online consumer) considers that the other party (e-retailer) he trusts will 
act acceptably following the agreed terms (Kim et al., 2004). Trust in the online shopping is classified into 
intermediary trust and seller trust (Verhagen et al., 2006). According to the researchers, the intermediary trust 
explains the trustworthiness of the intermediary that supports the website. In contrast, seller trust is the perception 
of trust in the party offering a product for sale. In past literature, trust has been found to influence a behavioral 
intention (Shin et al., 2013; Sullivan & Kim, 2018; Yin et al., 2019). 
Satisfaction is regarded as a critical factor that affect customer decision to purchase from an e-retailer. 
Satisfaction is defined by (Kim et al., 2004) as an emotional reaction to an online transaction. To Parker and 
Mathews (2001), it is a feeling that arises because of a difference in what is acceptable and expected, satisfying 
desires and needs. A customer is deemed to be satisfied when a particular service meets their expectations. A 
customer's decision to build a relationship with an e-retailer may be based on several encounters, including 
satisfaction. A satisfied customer is likely to remain loyal to the firm. Research has found out that satisfaction 
influences behavioral intention (Ali & Bhasin, 2019; Hsu et al., 2014; Tsai & Huang, 2007). However, Shin et al. 
(2013) found out that satisfaction does not influence behavioral intention. 
Relationship commitment is an individual desire to continue a business relationship, usually for a longer 
period (Wu et al., 2010). Commitment is viewed by Suh and Han (2003) as a strong feeling to maintain a bond 
with a brand. Commitment comprises three dimensions: normative commitment, affective commitment, and 
calculative commitment (Jones et al., 2010). Normative commitment is the moral way of doing things, and 
affective commitment focuses on how customers act towards an organization because of their feelings and 
emotions. In contrast, calculative commitment is based on how customers act because of their rational and 
economic reason. Prior studies have found that commitment influences behavioral intention (Amoako et al., 2019; 
Eisa Nauroozi et al., 2015; Hazra, 2013).  
Social support denotes that members are cared for, loved and valued by other members in a social group. 
Thus, social support is a behavior that involves human interactions, usually in a social group or network, by which 
individual shares and receives an instrumental, emotional, or information concern (Dunkel-Schetter & Brooks, 
2009). The social groups in which consumers find themselves are essential when it comes to purchasing decisions. 
This is because the communications in those groups about a product or a brand can influence the members 
purchasing behavior. Thus, members in a social group receive emotional support such as empathy and 
encouragement and informational support, including recommendations and suggestions from other members, 
which affect their purchasing behavior. Thus, support can trigger positive action among individuals (Turner & 
Brown, 2010). According to past studies, social support can influence behavioral intention in an online shopping 
platform (Hajli, 2014; Liang et al., 2011; Liu et al., 2019; Makmor et al., 2018).  
The following hypotheses are postulated for the research: 
H1: Customer trust will have a significant influence on Purchase intention 
H2: Customer trust will have a significant influence on Purchase intention 
H3: Customer trust will have a significant influence on Purchase intention 
H4: Social Support will have a significant influence on Purchase Intention 
 
2.1 Moderation Role of Social Support 
This current study further proposes that social support will have a moderation effect on the relationship between 
relationship quality and purchase intention. Literature available suggests that no much work has been done on 
customers' intention to purchase from an online shopping platform using social support as a moderator. Hence, it 
is hypothesized;  
H5: Social support will significantly moderates the relationship between relationship quality constructs and 
purchase intention. 
 
2.2 Purchase Intention 
Purchase intention is regard as a probability that an online consumer may purchase in the future. Thus, it measures 
the likelihood of being willing to buy a product on an online shopping platform. To (Pavlou, 2003), it is how much 
an online customer is willing and intends to buy in an online shopping platform. The higher the intention, the more 
likely the purchase is to be made. Purchase intention is a key indicator that can be used to forecast consumption 
behavior (Fishbein & Ajzen, 1975).  
 
3. Methodology 
This research focused on Ghanaian online consumers to test the concept model. Customer Trust, Commitment, 
and Satisfaction served as the independent variable while Purchase Intention served as the dependent variable. The 
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study was moderated by Social Support, measured by the combination of Emotional and Informational Support. 
A web-survey was employed, using a 7-point Likert scale from 1 (Strongly Disagree) to 7 (Strongly Agree), to 
collect responses from the participants. The items were adopted from past studies (Hajli, 2014; Hong & Cha, 2013; 
Liang et al., 2011; Prendergast et al., 2010; Sahadev & Purani, 2008) and were modified to suits this current 
research context. 
The convenience sampling method was employed to solicit responses from the respondents. All the 
respondents are Ghanaian consumers who purchase from an online shopping platform. To ensure validity, the 
drafted questionnaire was reviewed by three doctoral students; two of those students majored in e-commerce and 
the other in international business. The feedback obtained from them was considered for a revised version. A total 
of 304 responses were recollected. The present study employs Statistical Package for Social Science (SPSS) 
version 26.0 to assess the demographic information using frequencies and percentages. Smart PLS 3.2.9 was 
employed to assess the measurement and the structural model (Ringle et al., 2015) using Partial Least Square. 
 
4. Results and Discussion 
4.1 Respondents Demographic Information 
The results from Table 1 reveals that the majority of the respondents who participated in the survey were in the 
age range of 18-25 years (46.1%), followed by 26-30 years (32.9%), and then 41-50 years (11.5%), 51-60 years 
(2.6%) and 0.3% were less than 18 years. 
Table 1 Demographic Information of Respondent n = 304 
Variables Characteristics Frequency Percentage 
Age (in years) 









































Online Shopping Experience 
(in years) 















More than half of the respondents (55.3%) were males, and the remaining (44.7%) were females. In terms of 
their educational level, 65.1% of them were Bachelor Degree holders, while 19.1% were Diploma holders, 10.9% 
had Master's Degree, 4.3% had Senior High School Certificate, and 0.7% had a Ph.D. Regarding their online 
shopping experiences, 37.5% had 1-3 years experience, 32.6% had less than a year experience, 18.1% had 7-10 
years experience, 10.2% had 4-6 years experience, and 1.6% of the respondents had over 10 years of e-commerce 
shopping experience.  
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4.2 Measurement Model Assessment 
Table 2 Reliability and Variability Constructs (Confirmatory Factor Analysis) 
















CT2 0.876    
CT3 0.866 0.909 0.715 0.867 











CC2 0.811    
CC3 0.884 0.904 0.703 0.858 











CS2 0.916    






















PI2 0.787    
PI3 0.756 0.835 0.559 0.738 
PI4 0.709    
Note: Sample size (N) = 372, ES = Emotional Support, IS = Informational Support 
Using factor analysis, the researcher conducted a construct reliability and validity test of the measurement 
model. The test was conducted on the independent variables, the dependent variable, and the moderator. The 
internal consistency is measured by the Cronbach alpha and the composite reliability. From Table 2, the Cronbach 
alpha of all the constructs exceeded the threshold of 0.7 (Nunnally, 1978). Besides, the composite reliability 
loadings were all above 0.7 as recommended by (Hair et al., 2017).  
Table 3 presents another test of discriminant validity, the Heterotrait-Monotrait Ratio (HTMT) proposed (Henseler 
et al., 2015).  
Table 3 Heterotrait-Monotrait ratio (HTMT) 
Variables CT CC CS SS PI 
CT      
CC 0.758     
CS 0.827 0.775    
SS 0.527 0.553 0.468   
PI 0.630 0.786 0.587 0.670  
Note: CT = Customer Trust, CC = Customer Commitment, CS = Customer Satisfaction, SS = Social Support, PI 
= Purchase Intention 
The results show that HTMT ratios were lower than the most restrictive threshold of 0.90, indicating a good 
discriminant validity (Henseler et al., 2015). The results from Table 2 reveal that all the items have a loading above 
0.70, while the average variance extracted were between 0.559 and 0.825, which attained convergent validity 
criteria (Hair et al., 2011).  
 
4.3 Structural Model Assessment 
This section assesses the structural model of the study. Partial Least Squares Structural Equation Modelling (PLS-
SEM) was used to test the hypothesized relationships using SmartPLS 3.2.9 (Ringle et al., 2015). This was done 
using the bootstrapping method (5000 resamples) as recommended by Hair et al. (2016).  
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Table 4. Path Coefficients of the structural Model; Direct and Total Effects of Constructs 
Constructs 
Effects 




CT – PI 0.133 0.137 0.069 1.930 0.054 Not Supported 
CS – PI 0.014 0.017 0.074 1.187 0.852 Not Supported 
CC – PI 0.422 0.416 0.086 4.889 0.000***  Supported 
SS – PI 0.284 0.284 0.056 5.069 0.000*** Supported 
CT – SS – PI 0.141 0.147 0.065 2.178 0.029** Supported 
CS – SS – PI -0.046 -0.041 0.073 0.624 0.532 Not Supported 
CC – SS – PI -0.050 -0.053 0.068 0.741 0.459 Not Supported 
Note: ***p-value <0.01, **p-value < 0.05, OS = Original Sample, SM = Sample Mean, STDEV = Standard 
Deviation, CT = Customer Trust, CC = Customer Commitment, CS = Customer Satisfaction, SS= Social Support, 
PI = Purchase Intention 
The path coefficient of the constructs has a standardized value ranging from -1 and 1. The closer the path 
coefficients are geared towards 1, the stronger the forecast relationship, and the closer it is to 0, the weaker the 
relationship. Table 4 shows a positive relationship among all the constructs except the moderating role of Social 
Support between Customer Satisfaction and Purchase Intention and between Customer Commitment and Purchase 
Intention, although the magnitude of the effect differs across.  
The results from Table 4 shows that Customer Trust did not have a significant influence on Purchase Intention 
(β = 0.133, t-value = 1.930, p-value = 0.054). In the same fashion, Customer Satisfaction did not have a significant 
influence on Purchase Intention (β = 0.014, t-value = 1.187, p-value = 0.852). Despite this, the relationship between 
Customer Commitment and Purchase Intention was found to be positive and significant (β = 0.422, t-value = 4.889, 
p-value = 0.000). Again, Social Support had a significant and positive influence on Purchase Intention (β = 0.284, 
t-value = 5.069, p-value = 0.000). Regarding the moderation effects, the results from Table 4 showed that the 
relationship between Customer Trust and Purchase Intention was moderated by Social Support (β = 0.141, t-value 
= 2.178, p-value = 0.029). However, Social Support did not have a moderation effect on Customer Satisfaction 
and Purchase Intention (β = -0.046, t-value = 0.624, p-value = 0.532) and Customer Commitment and Purchase 
Intention (β = -0.050, t-value = 0.741, p-value = 0.459). 
 
4.4 Discussion 
This research's aimed to determine the influence of customer trust, satisfaction, and commitment on purchase 
intention among Ghanaian consumers while moderated by social support. The results revealed that customer trust 
had no significant influence on purchase intention contrasting earlier findings (Sullivan & Kim, 2018; Yin et al., 
2019). 
 
Figure 1: Structural Model 
At the same time, customer satisfaction did not have a significant on purchase intention. The finding is the 
same as Shin et al. (2013) who found out that satisfaction does not influence behavioral intention. In contrast to 
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these findings, customer commitment had a significant and positive influence on purchase intention. The finding 
confirms with (Amoako et al., 2019; Hazra, 2013). Similarly, Social Support had a significant and positive 
influence on purchase intention support earlier findings of Hajli (2014) and Makmor et al. (2018). 
Social Support significantly moderates the relationship between customer trust and purchase intention. 
Despite this, social support did not have a moderating effect on the relationship between customer satisfaction and 
purchase intention. Lastly, the relationship between customer commitment and purchase intention was not 
moderated by social support. 
 
5. Research Implications 
5.1 Theoretical Implication 
This research contributes to research by assessing relationship quality on online shopping. Although past studies 
have widely investigated relationship quality, relatively few studies have focused on its role in the Ghanaian 
context. Besides, most of the available studies use relationship quality to assess a customer repurchase intention 
in an online shopping platform. Also, online consumer shopping patterns vary from country-by-country because 
of cultural differences, technological differences, and others. This study adds up to research about relationship 
quality in an online shopping by exploring the moderating role of social support. Research on the moderation of 
social support in online shopping is minimal, and this study is one of the pioneering research to explore that area.  
 
5.2 Practical Implication 
The research findings make a significant contribution for policymakers, marketing management, and educators 
interested in exploring the Ghanaian market. The current research reveals that both customer trust and satisfaction 
have no significant on purchase intention. This finding gives an idea to online retailers in the whole world that 
Ghanaian consumers do not consider trust and satisfaction if they want to buy online. This could be attributed to 
an improvement in online shopping by the platform owners. The findings also imply that customers do not consider 
the relationship they have with an e-retailer when shopping online; hence, an e-retailer needs to improve their 
relationships with online consumers to sustain them. The research further reveals that commitment can influence 
a customer's purchase intention. Thus, when an online consumer becomes committed to an e-retailer or a brand, 
they are likely to buy from them. The findings also suggest that social support will influence purchase intention. 
As part of their purchasing process, Ghanaian consumers may receive advice, recommendations, encouragement, 
among others, from their friends in a social group, and these tend to influence their purchase intention. 
Consequently, e-retailers should offer quality products and effective customer service so that early consumers 
can recommend their products to new consumers, where necessary. Finally, social support has had a moderating 
effect on the relationship between customer trust and purchase intention although it did not play a moderation role 
between customer satisfaction and purchase intention and between customer commitment and purchase intention. 
Thus, social support strengthens the relationship between customer trust and purchase intention. However, it does 
not affect the strength of the relationship between customer satisfaction and purchase intention and the relationship 
between customer commitment and purchase intention. 
 
6. Limitations and Suggestions 
This study, like many previous studies, has some limitations. First, the research scope was limited to Ghana only. 
Consequently, the findings may not be applicable in other countries. Future research should test the hypotheses in 
other countries, particularly the emerging economies where online shopping is not predominant. Also, the study 
focused on customers' intention to purchase but not actual purchase. Future research should research on online 
consumers' actual purchases. Several factors can affect customer purchase intention, but this study focused on trust, 
satisfaction, and commitment. Future research should explore other factors that can influence customers' intention 
to purchase. Lastly, the research data was collected at a single point in time. As such, a longitudinal study should 
be conducted to help extend an understanding of the causal relationships between the constructs.  
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